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Abstract 
This article aims at clarifying the process of crowdfunding and identifying its stakeholders - whom and how value is created in 
this process. The Content, Context, Linkages and Stakeholders logic is applied for clarification purposes. The article highlights 
the importance to change organizational stakeholders named as customers and suppliers into users - backers (investors) and 
businesses (startups) in the case of crowdfunding. Also, a shifting role of financial institutions is identified. The attention is 
drawn into clearing up the roles of stakeholders as understanding their goals is a basis for value creation.   
© 2014 The Authors. Published by Elsevier Ltd. 
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1. Introduction 
Crowdfunding is a global and promptly emerging novel financing option for businesses, ideas and projects. 
Crowdfunding aims at filling the existing gap of financing options for small companies with no or little track of 
record (the existence of financing gaps is pointed out and analysed by: Atherton (2012) in case of new companies; 
Papadimitriou & Mourdoukoutas (2002) in case of companies transitioning from one stage to another). Different 
interested parties are willing crowdfunding would be successful and prosper, including governments, seeking to 
create jobs and foster economic growth (Sigar, 2012; Gobble, 2012; Kitchens & Torrence, 2012; Bounds, 2013), 
entrepreneurs, reaching out to expand the scope of available financing options, ordinary people, seeking to have the 
availability to invest, and intermediaries who set up us separate businesses. Though crowdfunding is already 
working in various forms, crowdfunding for equity is currently only on its way to becoming legal. Despite that the 
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JOBS Act, which makes crowdfunding for equity legal, was already signed in the USA in 2012, there are still no 
final rules to regulate it. 
As crowdfunding is currently working, even if not to its full content, it is now a suitable moment to analyse its 
chances to succeed and so there arises a need to take a closer look at the phenomenon. The phenomenon of 
crowdfunding exists as a set of describable activities (content) in an uncertain business environment (context). It 
might be understood through determining its structure (linkages enabling the phenomenon to function) and 
identifying, describing all its stakeholders. Thus, the logical structure of the article is designed to reveal the above 
mentioned aspects. 
With a considerable bundle of expectations arising from various stakeholders, the possibility of crowdfunding to 
create value in long-term needs to be taken into account. Stakeholder approach, discussed by Harrison & Wicks 
(2013), Valanþienơ & Gimžauskienơ (2012), Mason & Simmons (2014), Sen & Cowley (2013) suggests, that it is 
only possible when interests of all the stakeholder groups are compatible and satisfied. Hence, in this article the 
principles of stakeholder theory are employed considering shifts specific for the phenomenon of crowdfunding.  
The article aims at clarifying the process of crowdfunding and identifying its stakeholders, whom and how value 
is created in this process. The research question is: how is value created by crowdfunding for its stakeholders? Such 
research methods as systematic literature review, comparison and subjective assessment are employed. The 
explanation of crowdfunding phenomenon is based on the Content, Context, Linkages and Stakeholders logic. Value 
creation is analysed from the viewpoint of Stakeholder Approach. 
2. Stakeholder Approach: Grounding the Application of Descriptive Perspective to Analyse the Phenomenon 
of Crowdfunding 
A stakeholder-based view is described by Peda (2012), Sen & Cowley (2013) and Harrison & Wicks (2013) as 
based on the need to combine various interests of stakeholders, so that a higher level of well-being would be created 
to stakeholders involved in a firm’s system of value creation. This leads to an altitude that companies need to 
address a broad set of stakeholder expectations rather than only those of shareholders. In such context Harrison & 
Wicks (2013) define firm performance as “the total value created by the firm through its activities, which is the sum 
of the utility created for each of a firms legitimate stakeholders”.  
Stakeholder approach consists of three perspectives or values: descriptive, instrumental and normative. Cots 
(2011) states that despite criticism for such distinction, it seems to be useful for clarification purposes. As noted by 
Carroll & Buchholtz (2011) and Cots (2011), stakeholder approach is descriptive as it provides language and 
concepts to describe organization in inclusive terms. Descriptive approach covers the organizations nature and way 
organization works or behaves based on perceiving it as “a constellation of cooperation and competitive interest 
possessing both instrumental and intrinsic value” (Carroll & Buchholtz, 2011). The instrumental approach „identifies 
and analyzes the influence of stakeholder management on the firm’s economic performance“(Cots, 2011). It aims at 
identifying the connections, existing between the management of stakeholder groups and the achievement of 
corporate goals. Cots (2011) states that relational view could be employed here as it is introduced as a way of 
understanding how stakeholder relationships produce competitive advantage for the firm. The normative approach 
examines functions of organization and aims at identifying the moral or philosophical guidelines for the operation 
and management of it. 
Crowdfunding is a novel phenomenon and, according to stakeholder approach, its success requires satisfying the 
interests of all its stakeholders. So, primarily, there appears a need to clarify the process of crowdfunding and 
identify / characterize its stakeholders. The descriptive perspective of stakeholder approach serves this purpose and 
so it is employed in this article. 
3. The Phenomenon of Crowdfunding: Describing Content, Context, Linkages and Stakeholders 
The phenomenon of crowdfunding could be better perceived through description of its content, analysis of the 
context it exists in, identification of linkages which form and enable the phenomenon, and understanding its 
stakeholders’ nature. Thus, this part of the article is outlined to reveal these items. 
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CONTENT. Crowdfunding is initially perceived as a tool which allows collecting funds from “small investors” 
(ordinary people) in return for tangible or intangible benefits (Beugre & Das, 2013). Some scholars include 
intermediary in the definition of crowdfunding as the process usually happens through intermediaries (internet 
platforms, such as Kickstarter, Indiegogo, Bolstr and others). So, it can also be defined as „a method to establish the 
connection between entrepreneurs, who aim to raise capital, and novel investors, who form an emerging source of 
capital and are willing to invest small amounts, through internet-based intermediaries“(Valanþienơ & Jegeleviþiǌtơ, 
2013).  
Crowdfunding could be properly defined by the main activities hiding under its heading. Namely, crowdfunding 
involves providing finance, organizing the whole process of crowdfunding, mobilizing people and generating ideas. 
Providing finance is a key factor for entrepreneurs. Latest study performed by Crowdfund Capital Advisors (2014) 
reveals that among all forms of crowdfunding, from rewards to equity, the average amount raised in US dollars 
equivalents was 107 810. The results also suggest that market participants are acting in a rational way – 
entrepreneurs are not seeking for more capital than they need and investors do not seek for unreasonable yields.  
The process of crowdfunding very much depends on the way each intermediary perceives and organizes it. There 
appear significant differences in the application and project selection process – it can be done by just filling a form 
on the internet, include meeting with consultants or even involve an exhaustive background check. Also, timing of 
campaign is usually determined by time limits provided by intermediaries and, what is very important for 
entrepreneurs, the crowdfunding model - All or nothing (money is given back to backers if the goal is not reached) 
or Keep it all (even if the goal is not reached, entrepreneur gets the money). The role of intermediary is of high 
importance as they define those and many other aspects regarding the way crowdfunding process is carried out. 
Mobilizing people and generating ideas is one of the main points crowdfunding is ahead on in comparison to 
other financing options. A need to present a project or an idea for broad public is a feature of crowdfunding. Thus, 
there appears a possibility for the broad public, including backers or investors, to express their opinions and 
suggestions, so the product, idea or project might be modified and perfected with their help. 
CONTEXT. In order to define the context of the crowdfunding phenomenon in this article evidence of its impact 
in the context of current trends is discussed.  
Current trends might be defined employing PEST analysis. Political factors include government policies and 
legislation issues. Regarding those factors, crowdfunding (and especially crowdfunding for equity) actually appears 
in quite an early stage. The report by Crowdfund Capital Advisors (2014) grounds that crowdfunding for equity is 
actually the main accelerator to achieve all the goals governments expect crowdfunding to: create jobs, foster 
economic recovery, and generate innovation: “equity crowdfunding should be considered as one of the main 
mechanisms for economic development and job growth policy interventions“. Such attitude should lead to 
diminishing political problems. Economic factors include domestic and international economic situation, 
unemployment rate, interest and exchange rates and their projections. The economic situation has a mutual link to 
crowdfunding – on one hand, economic situation is expected by governments to be improved by crowdfunding, but, 
on the other hand, crowdfunding depends on current economic situation. Social factors involve lifestyle trends and 
consumer buying patterns (is there a tendency to back, invest, crowdfund?), distribution of income, savings rates 
(crowdfunding might be perceived as an alternative of saving) and entrepreneurial spirit. Technological factors 
involve the technology employed by intermediaries (for example, issues of payment methods) and licensing, patents, 
intellectual property rights. The latter factors arise as crowdfunding is based on presenting ideas for wide public, so 
ideas could be stolen, or modified to become successful with the help of society. 
The evidence of crowdfunding’s impact is grounded in the study performed by Crowdfund Capital Advisors 
(2014). The key findings of the study reveal that crowdfunding has a marketing benefit that translates into sales 
(increased revenue of crowdfunded companies), generates job creation (crowdfunded companies tend to hire new 
employees) and deters follow on investment. The role crowdfunding has among other financing options is 
highlighted by Crowdfund Capital Advisors (2014), by stating that crowdfunding is often (for more than a half of 
companies that used crowdfunding) the first option in fundraising. It is also stated, that other companies, which first 
of all considered traditional ways of financing, were only able to receive personal loans or credit financing. Despite 
that, it appears that business angels and venture capital groups might want to wait for entrepreneurs to prove they are 
able to attract funds from the crowd prior to investing into them. They perceive it as decreasing risk, when an 
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entrepreneur has already got approval from the crowd. The described situation proves two aspects: (1) that 
crowdfunding is successful and capable of creating the impact expected by governments, and that (2) it is filling the 
intended gap and not competing with venture capital firms and angel investors. 
LINKAGES. Beugre & Das (2013) suggest that three main stakeholders of crowdfunding are identified by the 
researchers: entrepreneurs, investors and platform. Those three groups and the interactions between them form an 
elementary structure of crowdfunding process (fig. 1). Entrepreneurs (or businesses, startups), according to Beugre 
& Das (2013), are those, who make an open call for funding and promise monetary or non-monetary return for 
investors. Investors (backers) are the members of crowdfunding community who decide to commit their financial 
resources to the project. Intermediaries are web sites, which aim at connecting investors to entrepreneurs. 
 
Fig 1. A framework of crowdfunding process (adapted from Valanþienơ & Jegeleviþiǌtơ, 2014) 
Despite that the elementary structure of crowdfunding involves only three main stakeholders, there are several 
linkages among them. The existence of crowdfunding platforms allows businesses (startups) to present ideas (a) for 
the wide public and ask for funding. Crowdfunding platforms announce ideas and thus create an investment 
possibility (b) for backers (investors) – ordinary people, who most likely would not have a chance to invest using 
any other way. Backers (investors) analyse proposed ideas and choose the ones they like and believe in to fund (c). 
Also, as backers (investors) like and believe in the funded idea or project, and, moreover, desire for it to succeed, 
they tend to (if there is such a possibility) provide advice (d) from their experience for the business (startup). 
Businesses (startups) offer backers (investors) something in return for their money – a reward (e): a small gift, 
equity, a percentage of revenue or so on. When an idea or a project is successfully crowdfunded, businesses 
(startups) are often committed to pay a fee (f) (usually a percentage from the amount collected, about 5-10 percent) 
for the platform.  
STAKEHOLDERS: Though at first glance the crowdfunding process seems to be enabled by users (backers or 
investors and businesses or startups), already discussed above, there definitely are some more stakeholders, and 
stakeholder approach requires to take their interests into account.  
According to Valanþienơ & Gimžauskienơ (2012), the main stakeholders might be classified into two broad 
interactive groups: contextual and organizational. Contextual stakeholders (society, government and state’s 
regulators) are those, who form external environment and business conditions, though they are not directly involved 
into organization‘s activities or value creation. Organizational stakeholders (shareholders, customers, suppliers, 
financial institutions, managers and employees) are, on contrary, involved in particular organization’s activities and 
value creation process. In the case of crowdfunding some of the stakeholders could not be perceived in a traditional 
perspective and this needs to be highlighted and taken into account when there arises a need to conform and satisfy 
their interests with the aim of creating superior value. 
Contextual stakeholders are partially discussed in the PEST analysis. Society acts an important role in the case of 
crowdfunding. To begin with, customers of crowdfunding arise from the society. The more entrepreneurial, 
innovative and wealthy the society is, the more users crowdfunding could possibly have, and this leads to success of 
crowdfunding. It is very important to note, that in the case of crowdfunding, society is usually not limited by citizens 
of one or a few countries as a single crowdfunding platform might be available for people from all over the world or 
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from selected regions. Government and state regulators are influential through their attitudes towards crowdfunding. 
Some governments believe in its ability to create jobs and foster economic recovery. Therefore, they put much effort 
to exploit crowdfunding to its fullest – to make crowdfunding for equity legal and to make various tools to protect 
investors available.  
Some shifts happen with organizational stakeholders in the case of crowdfunding. As noted before, very 
important organizational stakeholders are businesses (startups) and backers (investors). Backers (investors) are 
“ordinary people who are willing and able to invest small amounts of money to favorable projects” (Valanþienơ & 
Jegeleviþiǌtơ, 2014). Crowdfunding platforms are often employed by those businesses (startups), who are not able to 
raise capital using other options due to an extremely brave idea or newly established business. Another weighty 
reason – the decision rights staying in the hands of entrepreneurs and, of course, the fact that usually the 
crowdfunded money does not need to be paid back. The role of businesses (startups) is twofold – this group could be 
understood as both – customers (they use crowdfunding platforms, pay success fees) and suppliers (they provide 
crowdfunding platforms with their ideas, projects). So, in case of crowdfunding, traditional customers and suppliers 
shift to users, which include both businesses (startups) and backers (investors). 
There are strong arguments that categories of businesses which would possibly use crowdfunding and other 
financing options, such as venture capital or angel investors, do not overlap (Shirky, 2012). Moreover, Crowdfund 
Capital Advisors (2014) state that companies, which prior to crowdfunding considered traditional ways of financing, 
were only able to receive personal loans or credit financing. This leads to belief that the role of financial institutions 
in case of crowdfunding is different – as for usual business they serve as a source of capital, in the case of 
crowdfunding their role is extended into competitors – both banks and crowdfunding platforms offer a way to get 
financing. So, financial institutions are attributed more features of contextual stakeholders. With regards to 
shareholders and employees, in the case of crowdfunding no changes are noticed. 
4. Conclusions 
The phenomenon of crowdfunding needs to be clarified in order to identify whom and how value could be 
created. The application of Content, Context, Linkages and Stakeholders logic allows revealing stakeholders, who 
are oriented towards value creation, and what they gain from the certain financial instrument. It is noted, that 
understanding value and the impact of the process requires including all stakeholders, and thus research could not be 
limited to only one stakeholder. 
Applying stakeholder approach on the phenomenon of crowdfunding requires taking a closer look at the 
stakeholders. Descriptive perspective is employed for this purpose and it is noticed that some significant shifts 
happen within stakeholders in case of crowdfunding. The stakeholders, traditionally named as customers and 
suppliers, need to be unified and changed into users, which include both backers (investors) and businesses 
(startups). Also, the role of financial institutions might be perceived as different from traditional, because they tend 
to gain some features of competitors and contextual stakeholders in the case of crowdfunding. Understanding these 
shifts is important as successful value creation is only possible when interests of all stakeholders are satisfied. This 
leads to an urge to know the stakeholders of phenomenon and their interests, needs, expectations better in order to 
be able to satisfy them. 
Considering future research, the phenomenon of crowdfunding could also be analysed employing institutional, 
agency or relationship theory. Institutional theorists assert that institutional environment has a major influence on 
the development of phenomenon. They believe, that drivers identified at a higher level explain processes and events 
at a lower level. From the prism of institutional theory the influence institutional environment has on crowdfunding 
and its ability to create value should be analysed.  
Relationship theory suggests that relationships among stakeholders result in additional value generation through 
synergy. The value created by all the stakeholders is superior to the sum of each relationship taken separately. 
Agency theory is concerned with the conflicts between stakeholders (e.g. shareholders and managers) due to their 
different interests in the same assets, and the way their solutions influence formation of a certain system (or 
phenomenon). For example, performance of a company or phenomenon could be measured in objective (profit and 
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etc.) and subjective (perceptions) ways by different stakeholders, and so become a reason of conflict. As a result, 
certain systems or aspects within company or phenomenon might be modified. 
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